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SEFP QUICK STATS 
           
 

   

 January - July 2016 : 
             19 Inquiries 
             13 Active Clients 
  
   

 2 New Businesses YTD date 

 Artistic Elements—July 2016 
 Puzzled Repurposed Wood—June 2016 
 Gortmaker Trucking—Dec. 2015  

  
 1 Retained Businesses YTD 

 Battle Creek Steakhouse—June 2016 
 
 1 Expanded Business YTD 
 Trinity Electric—March 2016 
   
   

 20 New/Retained Jobs YTD 2016 
 10 New Business Plans YTD 2016  
 9 Assisted with Information YTD 2016 
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After what seems like a lifetime of hard work, determination and chasing the dream, it hap-
pens—you reach your business goals and you succeed!  Now what?  Do you have a strategy? 
 
Having an Exit Strategy for transitioning your business to a 

new owner or new manager may be your next goal.  Wheth-
er you are ready to conquer your next business venture, 
retire to the sandy beaches of Bora Bora, or just savor your 
success for a while, planning an Exit Strategy in ad-
vance will make the transition much easier and harmo-
nious when the time comes for you to make an “exit” 
and hand over the keys.   
 
The following excerpt is from “Possibilities, Insights for Businesses & Individuals.  This arti-
cle was written and published in June 2016 by Eide Bailly LLP and is republished with permis-
sion. © 2016 Eide Bailly LLP, although it is not written in its entirety due to space constraints: 

 

Exit Strategy:  Transitioning Your Business to a New Owner  

 

 Who Will Buy My Business?   

 Do you have any family member interested in the business? 

 Do you have any key employees who have interest or skill set to buy and run the busi-
ness? 

 Do you have any management depth? 
 

 Strategic Buyers: 

 Typically buy 100 percent of your business and assume all the responsibility for it.  Ex-
amples include family members, employees, competitors, suppliers or even customers. 

 *The benefits of a strategic buyer can include: 
 ∙The potential to combine the business with another, creating a more powerful entity 
 and gaining entry to new markets. 
 ∙Capitalizing on the synergy that comes with a buyer who has intimate knowledge of 
 your business. 
 ∙Liquidation of 100 percent ownership. 
 *Concerns with a strategic buyer may include: 
   ∙Cultural Differences that make integration difficult or, sharing information with 
    competitors who may or may not buy your business. 
 

 Financial Buyers: 

 Are groups such as a private equity firm, venture capital firms, hedge funds or family 
offices.  Selling to one of these groups may actually mean you end up selling your busi-
ness twice.  May of these buyers invest in businesses they feel they can grow and increase 
marketability for future sale. 

 *Concerns with a Financial Buyer:  
 ∙Buyer will often require majority ownership, so the management team and the buyer 
  group should share the same goals and have good chemistry. 
 

 How Do I Sell My Business? 

 The Nondisclosure Agreement:  First step is giving potential buyer just enough infor-
mation to help determine price.  It is important that you don’t give potential buyer any 
information until they have signed a nondisclosure agreement.   

 Indication Of Interest:  After preliminary due diligence using the information you have 
supplied them with,  as well as other research, the buyer will typically give a range of 
value for your business in the form of an Indication of Interest. 

 Letter of Intent: Once the buyer has a cohesive picture of your business, they can hone in 
on a more precise value.  This is laid out in the Letter of Intent, which covers the purchase 
price, the structure of the deal, whether it is an asset or stock sale, the escrow parameters, 
the working capital allowance and other details.  This is a very intentional document, it is 
non-binding. 

 Final Step: Purchase Agreement: After negotiation, review of legal terms and final due 
diligence, a purchase agreement is created.  This binding agreement  is agreed upon by 
both parties and will be a road map for how things will play out once the deal is closed. 

 
 

The above article has been condensed due to availability of space.   
Please refer to above listed publication for full article at www.eidebailly.com/publications 

Strategies 



Battle Creek Steakhouse, General Store/Bait Shop 
 

Peggy Hewitt, Owner 
26176  451st Avenue 
Canistota, SD  57012 

(605) 296-3606  

 

BACKGROUND:  When Peggy’s son found the “For Sale” ad on Craigslist, he called his 
mom and suggested she purchase the business and sell her cheesecakes that she loves to 
make. 
 

“Since Capital One closed, I was at a cross-roads and 
wanted to make a change in my life—to do something 
different—I not only want to make this business work 
for me, but also to leave a legacy for my family.”  

    

ASSISTANCE/RESULTS: A Business Plan (s) for a 
Retained Business 
 

QUOTABLE:  “Thanks to Brenda and SEFP for 
your guidance and assistance and continued sup-

port.  It has been quite a journey!  I just have a bigger kitchen and dinning room than I have at home.   It has 
been a learning experience all the way—from learning how to order product to learning about minnows!  Every-
one has been so welcoming!” 

Artistic Elements by Robin 
 

Robin Westhoff, Owner 

25570 452nd, Montrose, SD  57048 

 

BACKGROUND: Robin Westhoff has a background in graphic design and has a unique 
artistic ability.  She has been a para educator for the Salem School District for many years 
and decided she wanted to pursue her love of art during her down time from the school.   
Robin purchased the plasma cutter in Oregon and had one day of training on the machine 
before hauling it home and getting it set up to work with her computer.  She also purchased 
thousands of graphics that can be cut from metal, wood and pipe to create beautiful art.  

 
ASSISTANCE/RESULTS:  
A Business Plan for New Business 
 
QUOTABLE:  When asked what 
prompted her to choose metal to 
work with, Robin stated, “There are 
so many things you can do with 
metal when it comes to art.  I 
worked in an art department for 10 years and have a degree in ad design.  Everything is done 
on computers now, so I have some catching up to do but I’ve learned a lot already.” 

The SEFP representatives presented a 1st Dollar of Profit.  Those in the picture include: Brad Miller, SEFP Board; Peggy Hewitt, Owner; Brenda 
Schulte, SEFP Facilitator; Jared Hybertson, SEFP Board.  On right, view from steakhouse deck overlooking Lake Vermillion. 

Those in the picture left/right:  John McDonald, SEFP Board, Robin Westhoff, Owner, Brenda Schulte, SEFP Facilitator at the shop located in rural 
Montrose, SD 

2016 - 19th Annual Investor Reception 
Canistota, SD 

American Legion Post 162 
 
 

As one of his last duties for the outgoing Mayor of Canistota, SD, Don Kom speaks to SEFP Investor Part-
ners, SEFP clients and State Officials at the 19th Annual Investor Reception held at the American Legion.  
Mayor Kom proudly tells everyone about the city of Canistota, what projects they have been working on 
such as street improvements in the southwest part of town.  Mayor Kom also highlighted many of the busi-
nesses and unique aspects of living in a small community.  It is easy to see he is proud of his community 
and the people that live there!   

Outgoing Mayor Don Kom of Canistota, SD.  Newly elected Mayor Justin Engbarth was introduced to 
the group. (not pictured)  



The Partners originate from the Turner County Commission & McCook County Commission,  

  area Cities, Development organizations, Banks, Electric & Farmers Cooperatives,  

Corporations, and former clients.   
 

Per Capita Based Fee,  

the active Cities include: 
 

Bridgewater, Canistota, Centerville, Marion,  

Menno, Montrose, Parker, Salem, & Viborg 

PLATINUM LEVEL—$5,000(+) 

Basin Electric Power Cooperative 

East River Electric Power Cooperative 

Southeastern Electric Cooperative 

SILVER LEVEL—$1,000 TO $2,499 

Avera Health * Security State Bank *  
Farmers State Bank 

Northwestern Energy * TrioTel Communications 

 

GOLD LEVEL-$2,500 TO $4,999 

First Dakota National Bank 

First PREMIER Bank 

BRONZE LEVEL—Up To $999 

Cargill 

Central Farmers Cooperative 

First Savings Bank 

FREMAR LLC 

Menno State Bank 

Parker Ford Inc. 

Service First Federal Credit Union 

Wells Fargo Bank N.A. 

Wieman Land & Auction 

MEMORIES are created through the Investor/Partner’s Commitment to Rural Communities 

Following are some suggestions and ideas to publicize your  
Shop Locally Campaign for the remainder of 2016: 

 
August: 

Article by school superintendent, journalism or creative writing class about one of the 
reasons to Shop Local. 
Work with the school to get a list school supplies so they can be given to the local bus 
nesses to purchase. 
Prepare local business to order school supplies. 
Feature the businesses that are providing school supplies. 
August is a good time to reassess the Shop Local campaign.  You may want to send out a survey at this time or you can also wait till the end of the 
year, but if you do a survey now, you have time to make adjustments to the rest of the campaign. 

September: 
Be Kind to Editors and Writers Month—have a write up on the local newspaper and how it got started and how it helps the community stay in 
touch. 
Back to school time—featuring local clothing stores, beauty shops for haircuts. 
Make plans for fall Halloween event 

October:  
Have a Halloween event such as a town “meet and greet” shopping day.  All businesses are open at a certain time (evening from 5:00 to 7:00) with 
specials and treats for customers.  Somewhat of a customer appreciation.  You can also have a trick or treat day at the same time for the children. 
Arts and Humanities Month, a great time to feature a local artist, local museum, or local humanitarian.  Local civic clubs can help with this 
and have speakers or guests at their meetings.  Can also have an open house for the community featuring one of the above. 
Bake and Decorate Month, feature local bakery and their “specialty” baked goods. 

November: 
Inspirational Role Models Month, with this feature, you can choose who has been the most inspiring role model for the Shop Locally  
Campaign.  You can have a community election or a committee election. 
Long-Term Care Awareness Month, what a great time to feature the folks at the local Assisted Living or nursing home!  We are all a part of 
the community and we all matter! 

December: 
Food Service Safety Month, Worldwide—feature the school lunch room cooks, the local café, local bakery.   
Impaired Driving Prevention Month, with the holidays at hand, this is fitting for December!  The feature here can be “We Care”! 
Safe Toys and Gifts Month 
Write a Business Plan Month 

 
SEFP realizes each community is unique and special in their own way.  These are idea generators that you can tweak any way 
you choose!   

S P 
 

H O 

SEFP Mission Statement:   

 
 

“To provide an innovative, grassroots approach to assist individuals with new  
business development, expansion, and/or retention.  Thus creating opportunities, 
increasing economic vitality and enhancing quality of life” 



From The Facilitator’s Desk ... From The Facilitator’s Desk ... From The Facilitator’s Desk ...    
 

Strategic Plans vs. Business Plans:  Is There A Difference? 
 
Consider this definition of strategy— “setting in motion the series of events that 
will shape the future in a way that you like.”  Sounds pretty good to me!  If only 
it were that easy.  I am a self-proclaimed obsessive planner!  I want to know 
where I am going, what is going to happen when I get there and have a backup 
plan for the backup plan!  My Plan A is to have a Plan B, C and D—just in case. 
 
As our SEFP clients know, developing a business plan is a foundation for the development of their business.  
It is the needed piece of the puzzle when discussing plans with a lending institution.  The business plan will 
establish the “who” and “what” of the business but a strategic plan will take it even further by defining the 
“how” and “when”.   
 
So, in more basic terms, a business plan will tell us: 
 Who is running the business?  What makes them qualified? Who is the competition? What does the busi-

ness offer that is different from like businesses? Who is the customer? What does the customer want and 
how will you give it to them? How big is the market? How will you connect with the market? 

 What does the business provide? Is the business run efficiently? 
 
A strategic plan will define: 
 The business’s short and long term goals.  How success will be measured.  What needs to happen to meet 

your goals and when.  Which resources are needed to reach established goals.  How and when each activi-
ty will take place and who will do it.  Timelines for reaching milestones. 
  

In the realm of business, strategizing is a must.  Flying by the seat of your pants may get you a little airborne, 
but will it let you soar?  Developing a strategy for the future will help you set goals, meet those goals and 
measure their outcome.  It will pull your team together and help your business run like a well oiled machine!  
By creating a business plan along with a strategic plan you will be able to create a vision and a persona for 
your business that will follow you up the ladder of success.   
 
 

Brenda Schulte, Enterprise Facilitator, SEFP 
 

SEFP offers assistance with coordinating strategic plans for business owners and for the 
communities in Turner County, McCook County and the city of Menno, SD.  

 


